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INTRODUCTION

Welcome to the second RetailX Europe Growth 3000 report,
in which we publish the list of 3,000 companies that follow our
previously published RXEU Top500. Our focus is on growth and the
four drivers of growth: more traffic, the shift to mobile shopping, easy
and convenient delivery, and making it easier to pay. We cover
retailers and brands selling to customers in the 31 countries of the
EEA plus Switzerland and the UK.

Our findings are illustrated throughout by RetailX quick-to-read
graphics and case studies, drawn from across the continent — from
Estonia, Spain, Romania, Denmark, Sweden, Germany, the UK, the
Netherlands, Czechia and beyond — and across retail categories.
Throughout, we use RetailX graphics fo illustrate our findings. Those
graphics are available to reuse (under a licence) and we encourage
you to do so. We look forward to your feedback.

lan Jindal, CEO & Editor-in-Chief
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PARTNER’S PERSPECTIVE

Ecommerce is booming
- how can retailers take
advantage of increased
online demand?

Stefanie Cunha, Head of Western Europe and International Growth Markets,
Regional Businesses, at Worldline, explains why investing in your ecommerce
strategy and digital infrastructure can help merchants thrive regardless of

unforeseen events

As the post-pandemic landscape is
still unclear, retailers all over the world
are working o decipherindustry-wide
best practices. The fransition to online
is nothing new. The question is, where
is ecommerce heading and what can
merchants to do improve their digital
payment strategy?

The past year has shown how
important it is for businesses to be
quick on their feet. Retailers across
Europe, both traditional brick-and-mortar and ecommerce,
have had to adapt to new consumer behaviour. The companies
that were heavily relying on foot traffic and niche markets have
embraced digital in its many forms. We have seen that retailers
that started operating in other geographical markets, using new
tools to engage customers or investing in digital channels such as
marketplaces, were the ones coming out on top.

New opportunities for merchants

Consumers are paying more attention to small and medium
businesses as they are in a better position to engage authentically.
Having said this, ePayments are not just for the big players, but also
for the smaller size retailers that pivoted during the pandemic. The
last 18 months have shown us that there is more than one solution
or platform to sell on. Nevertheless, the success of each conversion
is determined by how smooth the final step is — the payment stage.
The right digital infrastructure can help merchants take advantage
of customers’ interest in their brand and offering.

A frictionless digital journey can make the difference

The best shopping experience is designed with the customer in
mind. Although it might have worked in the past, launching a new
webstore is no longer asilver bullet especially in such a competitive
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environment. Implementing smooth and convenient experiences
can make retailers stand out from the crowd. New emerging trends
are encouraging retailers to invest in new ways of engagement
such as livestreaming on social media whilst the payment journey
is overlooked. The unfortunate reality is that, globally, a staggering
69% of potential customers are dropping out in the last minute
when the payment process is not seamless.

Hybrid shopping experiences might become the norm

As life slowly returns to normal, consumers are eager to start
visiting physical shops again. However, we don’t know how long
this will last, especially when they have already adopted new
purchasing behaviour. Therefore, merchants should continue to
invest in optimising their payment strategy. This way, they will be
better equipped for future scenarios.

We are expecting to see more hybrid shopping experiences that
combine elements of both ecommerce and traditional retail stores. In-
app payments have become more popular, for example in restaurants
where transactions happen online even if customers are present.

In the end, the payment experience should be completely
seamless, so retailers can focus on what is important to them:
growing their business. B

Worldline

Worldline is the European leader in the payments and
transactional services industry. With its global reach and its
commitment to innovation, Worldline is the technology partner of
choice for merchants, banks and third-party acquirers as well as
public transport operators, government agencies and industrial
companies in all sectors.

ingenico.com/payments

© 2021 retailx.net, distributed by InternetRetailing.net



PARTNER’S PERSPECTIVE

Finding new opportunities
as power shifts to small
and mid-sized retailers

Mark Adams, CEO of Attraqt, considers how Al can help growing businesses

respond to the disruption of the last year

Even before the pandemic,
ecommerce has been disruptive
to traditional retail and a huge
growth opportunity for those that
adopted and invested in digital
transformation. The pandemic
has accelerated the adoption of
ecommerce because there has
been litlle choice for most retailers
and brands, this has been a matter
of survival for many. At the same
time, new habits have been formed by consumers with browsing
and purchasing on a retailer or brands website more frequently,
on apps, on social and in marketplaces. Brands have to present
everywhere today to reach the consumer.

We saw many brands that didn’t have a digital focus quickly
adopting ecommerce and in many way this has levelled the playing
field for small to mid-sized companies with whole new segments of
consumers flocking online and buying local. Of the larger brands
already invested in ecommerce those who have emerged strongly
from the last year were either early adopters in ecommerce or
brands agile enough to respond to consumer demands in a digital
sefting, without depending on in-store revenues — both pureplay and
multi-channel. Many shopping habits will remain online for a wider
segment of consumers; now all brands are going to have to work
hard to turn this disruption into steady but differentiated shopper
experiences to meet consumer demand and consumer expectations.

J_n !

Finding new opportunities
We're entering an exciting age of democratisation in retail.
This shifts power from traditional heavyweights to small and
midsized business owners. The path to consumers will be fiercely
competitive over the next two years. The future of these brands and
the experiences they offer is being propelled by technology. The
use of embedded Al continues to expand across industries, from
personalised recommendations for online shopping to automated
customer service agents that optimise the user’s experience.

The industry has been talking about Al for years, but now it's
impact on how shoppers find, discover and experience brands

© 2021 retailx.net, distributed by InternetRetailing.net

online is seismic. And it's truly the great leveller in retail success. Al
can power a traditional enterprise retailer, with complex product
catalogues, big teams and disparate data sources in the same
way it can do for a small to mid-size brand with equally complex
product catalogues and a team of two.

Responding to challenges

Look for any given product online and you'll find countless
stores offering similar experiences. Differentiation is a challenge
for merchants. And now small to mid-sized brands are in direct
competition with the giant marketplaces and established retailers.
In order to succeed, the experiences you offer consumers need to
not just be about your commercial goals, but squarely set against
individualised consumer intent. Every moment a shopper is on your
site and you don't respond to this intent based on how they behave
is a wasted opportunity and a lost customer. Retailers and brands
that don’t have the resources of larger organisations are no longer
at a disadvantage. Al offers the ability to leverage existing and
real-time data to scale a much more direct relationship with their
customers right across the shopper journey. In addition, think of
how you assemble your tech stack and investment carefully, so
that you can be agile enough to respond quicker and better than
the competition. This is why the market is shifting towards headless
technology, which enables this level of agility. B

fitraqt

Excoptional Shopping Experiences

Attraqt powers exceptional shopping experiences for over
300 of the world's leading brands, manufacturers and retailers.
Attragt provides a set of APl-enabled, algorithm-driven, intelligent
Saa$ services covering personalisafion, search, navigation,
merchandising, recommendations and internationalisation.
Ensuring individualised and connected micro-experiences that
support product discovery through to inspiration and purchase,
and beyond.

sayhello@attragt.com
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OVERVIEW

Selling as shoppers move

further online

Customers have bought more online over the last year, benefiting the members
of the Growth 3000 that have refined their digital approach to commerce,

writes Chloe Rigby

The second edition of the RetailX European Growth 3000 showcases
the rich variety of the continent’s ecommerce and multichannel
market. The members of the RetailX Growth 3000, which covers
the 29 markets of the EEA plus the UK and Switzerland, are the
European retailers that follow the RetailX Top1000 Europe. The
list includes global fashion brands and retailers, from Levi Strauss
to Valentino, alongside sports clothing companies, homewares,
stationery and components retailers. The ecommerce operation of
Chelsea Football Club is on the list as is the Fédération Francaise
de Football, Deutsche Post and The British Museum Shop. G3K
customers include those who shop with Die Moderne Hausfrau
— and those who buy from Joseph Joseph. Taken together, the list
of up-and-coming retailers illustrates the depth and breadth of
businesses that trade through digital selling across Europe.

The Growth 3000 (G3K) is analysed in this report through both
size and performance. Brands are first assessed on their footprint
— based on retail and ecommerce turnover, web traffic and store
networks — before being analysed through four dimensions. The
Find dimension is about how retailers stand out in search and
navigation, Mobile considers how retailers build their services for
shoppers using smartphones and provide multichannel services
such as collections and Delivery assess the speed and cost of
delivery and returns. Finally, Checkout assesses the payment
methods that retailers support.

Research findings are this year drawn from the Top3000
retailers. But the retailers listed this year are substantially different
from those listed last year, with fewer than half - 1,301 - listed in
both years. These core retailers are included in the research metrics
that assess year-on-year changes.

The Growth 3000 context

More than a year of pandemic-related disruption has thrown up
both challenges and new opportunities for the up-and-coming
ecommerce and multichannel retailers that are listed in the Growth
3000 Europe. Repeated lockdowns have meant that those
multichannel retailers classed as non-essential have had to close
their doors on several occasions over the last year in many European
markets. These smaller retailers are likely to have been harder hit by
the introduction of the first trading barriers to be erected between
the EU and the UK since 1971 since they lack the resources to build
dedicated EU or UK warehouses that their larger competitors can
provide. A recent ChannelAdvisor study (1) found that 94% of UK
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brands said they had lost EU customers as a result of the changes,
and that 66% had done so to a significant extent — with slower
delivery times often the cause.

But at the same time, locked down shoppers went online to buy
from both trusted and new online retailers. Some bought online for
the first time, and discovering that they liked the experience, went
on to shop more often.

Is the shift online permanent? So far, retail sales figures suggest
that the proportion of sales taking place online has settled at a
higher level in the wake of the pandemic than it was before the
emergence of Covid-19. In the UK alone, ecommerce accounted
for 20% of retail sales in February 2020, according to figures
from the Office for National Statistics. By the end of the third UK
lockdown, in March 2021, 34.7% of retail sales were online. That
has started to settle as shops reopened, with 30% of sales taking
place online in April 2021, again, according to the ONS.

Profiting from the shift online

Many smaller retailers have prospered despite the challenges of the
last year. Online retailers have benefited quite straightforwardly as
more shoppers have turned to the channel. Independent retailers
on local high streets have attracted footfall from those who are
now working from home. Others in niche areas have benefited
as shoppers started to invest in their homes and gardens, or spent
more time on hobbies and sports, sent gifts to those they were not
able to see face to face — or simply cooked more than they used
to. CMO, the parent company of Growth 3000-listed Drainage
Superstore and Roofing Superstore, is now planning a stockmarket
flotation (2) and says it is disrupting a £27bn market that previously
took place mostly offline. The business has been growing for more
than 10 years, but its directors acknowledge that it has benefited
over the last year from the online shift and behavioural changes
triggered by the Covid-19 pandemic. It now plans to serve the
next generation of digital natives. “Our clear and focussed strategy
will enable us to continue to capture further profitable share in an
under penetrated market as customers increasingly move online,”
said CMO Group chief executive Dean Murray as he announced
the plan fo list on AIM.

Meanwhile, |deal Shopping Direct (ISD), which owns the Ideal
World and Create and Craft TV shopping channels, both listed in
the Growth 3000, says it has seen high levels of demand for both
outdoor and leisure products as well as for sewing machines and
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Shoppers have spent more time on crafts and hobbies, boosting Growth 3000 retailers including Create and Craft, during the

Covid-19 pandemic

fitness equipment over the last year. It has now reported record
sales of £150.6m in 2020, up by 16.1% year-on-year, with pre-
tax profits of £8m. It also found that brands — including Clarks
Shoes and Regatta — that had not previously have sold via its
channels were keen to do so, as larger retailers’ stores closed for
lockdowns. Because much of ISD’s supply chain is based in the UK,
it was also well placed for other challenges such as the container
crisis prompted by Covid and Brexit-related supply chain issues.

ISD chief executive Jamie Martin says: “Before the pandemic,
we were already well on the way with our digital transformation,
which laid the foundations to navigate these choppy waters. And
while we may have seen organic growth on our Ideal World TV
shopping channel of around 30 to 40% in some weeks during the
pandemic, the reality is that our business is now more effective
and cost-efficient. We've done this by identifying and making the
right strategic changes, whether trimming cost efficiency, margin
efficiency or enhancing overall consumer appeal. It's these small,
but essential, tweaks that all add up at the same time to make the
business more profitable.”

Conclusion

Looking ahead, it's likely that the retailers in this year’s
Growth 3000 are now well placed for further growth. Having
survived the effect of the Covid-19 pandemic, often with digital
infrastructure that has proved resilient and may also have seen

© 2021 retailx.net, distributed by InternetRetailing.net

investment over the last year, they are positioned to profit as
the shift online continues.

Those that have also moved to satisfy growing demand for
sustainable shopping as well as investing in digital are also likely to
reap the rewards. By doing so these upcoming retailers will satisfy
upcoming generations of customers for whom secondhand is in
vogue — as illustrated by Etsy’s $1.6m acquisition of the Depop
secondhand clothing marketplace — while recyclable packaging
is now a must for many.

(1) https://internetretailing.net/international /uk-brands-losing-
eu-customers-post-brexit--even-as-direct-sales-rise-post-covid-
study-23366

(2) https://internetretailing.net/strategy-and-innovation/
strategy-and-innovation /pureplay-building-materials-disruptor-
plans-stockmarket-flotation-23352

July 2021 7



THE RETAILX GROWTH 3000 2021

These are the European retailers and brands that follow the RetailX Europe Top 1000, measured by size and performance
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ABOUT THE GROWTH 3000

ABOUT THE EUROPE
GROWTH 3000 2021

Figure 1. What do Growth 3000 retailers sell2
The fraction of refailers that sell a significant quantity of items from a product category
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Figure 3. The primary sectors that Growth 3000 retailers
belong to

The fraction of Growth 3000 refailers in key sectors
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Figure 2. How Growth 3000 retailers localise their
websites, by market

The Localisation Index comprises equally the fractions of the Growth 3000 that 1) adverfise
delivery to o country, 2) have o retail website in at least one of a country’s offidial
languages, and 3) are headquartered in a country
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Europe Growth 3000 companies are selected for their significance across the European
single market, Switzerland, and the UK. However, consumers in some countries will be
more familiar with the names in the list due to the languages the Growth 3000 trade in,
the delivery options they adverfise, and where they are based
Source: Retoilk
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Figure 4. How much shoppers spend for free delivery
The medion minimum order value set by Growth 3000 retailers
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ABOUT THE GROWTH 3000

MEASURING PERFORMANCE

We score performance in tests to create an index value. The Total Index Value (TIV) is the sum of all
companies’ results while the Average Index Value (AlV) is the average company’s result. This enables
us to compare performance between years, sectors and regions since a higher TIV or AV represents
a greater measured capability and performance. Our benchmarking reveals that performance has

markedly improved in most areas in successive years

Figure 5. Performance by dimension

Find 2019

T~

o 2020
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Checkout Mobile
Delivery
Source: RetailX @ @ @ Retailk 2021

Figure 7. Average performance by cluster

The retailers within each cluster are listed on pages 8-15. A retailer’s duster is
determined by its Footprint size (calculated from revenues, web traffic, and stores)
which receives o 30% weighting and by its performance in the other metrics covered
by this report with a 70% weighfing

Source: Retoilk
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Figure 6. Average performance by sector

The Average Index Value for each sector
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Figure 8. Overall Index growth
The Total Index Value 2018-2021 and YOY change
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FIND

GROWING TRAFFIC

Growth 3000 retailers stand out in the Find dimension when their websites are
easily found and easy to use, writes Chloe Rigby

Retail success starts with being found. That's more of a challenge for the smaller retailers listed in the
Growth 3000 (G3K) report than larger sites that may already have significant brand awareness.
The Find dimension of the G3K assesses the measures that retailers put in place in order to make
sure shoppers can first find them and then spread the word — from how easy it s to find and access
a website, to how easy itis to find a product— and then share that product with friends. We group
their findings here in two sections: finding and navigating websites, and word of mouth.

FINDING AND NAVIGATING WEBSITES
The small and medium-sized retail websites that are ranked in the Growth 3000 index are most
easily found when they are optimised to be found through strong SEO. Accessibility, appeal
and ease of navigation also make it likely that once found shoppers will stay to browse.
Google Lighthouse scores for SEO suggest that pharmacies (average 92% score) and G3K
retailers selling children’s equipment and clothing (89%) and stationers (88%) are more easily
searched for and found online than those selling goods related to a hobby (84%), consumer
electrics (85%) or flowers and gifts (86%) — although all have relatively high scores.
When it comes to accessibility, Google Lighthouse scores suggest that G3K ecommerce
websites selling stationery (average of 87.5%), flowers and gifts (84%) are more accessible
than those selling books (75%), cosmetics (77%) or hobby equipment (77%).

How easy are sites to navigate — and how appealing are they?

Sites that are both attractive and easy to move around tend to encourage shoppers to buy.
RetailX research measures websites’ visual appeal and the ease of navigation. Researchers
collated panellist scores awarded on the two measures, both subjective, for each website.
Among the 905 retailers researched on these metric in both 2021 and 2020, the median score
for ease of navigation was 3, with fashion footwear (3.2), clothing (3.17) and brands (3.14)
scoring higher than those selling video games (2.76) and software (2.85).

Figure 9: How G3K retailers perform on Google Lighthouse scores
This chart shows the average Accessibility Score and SEO Score, by sector
Accessibility Score
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FIND

LEADING RETAILERS: FIND

AMARA

BREITLING

BRORA
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IWILLING J.A. HENCKELS
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When visual appeal was measured, sites were awarded a median of 3, with higher median
scores awarded to brands (3.3) and those selling fashion footwear (3.21), clothing (3.21)
and accessories (3.17).

WORD OF MOUTH

How easy is it to share an item with friends?

Fewer retailers now enable growers to share an item with friends over social media, with
just over a quarter (28%) doing so in 2021. That's down from 40% in 2020. This may be
because mobile browsers now have built in sharing tools that supersede these social tools. The
sectors where this is most often found include websites selling music (60%), music, film and TV
products (47%) and hobby and entertainment supplies (44%). Use declined across all sectors,
most notably among websites selling soft furnishings, bedding and towels (-23 percentage
points (pp) to 25%) and those selling kitchenware (-19pp to 32%) — and it is more commonly
found in Portugal (40%) and least so in Sweden (8%).

Do G3K websites recommend similar products?

In 2021, slightly fewer retailers recommend a similar product to the one that a shopper is viewing
on a product page (-5pp to 68%) than a year earlier. This is most commonly found among
eyewear (78%) and health (77%) websites and on those selling to Romania and Denmark
(both 81%) — and least common on those selling software (56%) and selling to Estonia (47%).

Figure 10: Fewer retailers are recommending similar products

The YOY change in the percentage of Growth 3000 retailers advertising similar
products on the product page, by product category

Feb 2020
W may2021
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ear: Fashion 76%
Trade tools and DIY 75%
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Brands® 2%
Grocery 69%
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Note that some retaders sell across multiple categories and the data labels show Feb 2020 values.
i ing brands and shown rer

Save to list

There's been a slight decline in the number of retailers enabling shoppers to save goods to
a wishlist (-2pp to 48%). Wishlists are more common in 2021 on sites selling video games
(64%) and jewellery (63%) and less common on sites selling software (35%), with the fastest
decline on sites selling hobbies and entertainment (-11 pp to 45%) and music (-10pp to 57%).
They are also more common in Ireland (68%) and Austria (65%) and less common in Sweden
and Slovakia (both 37%). ®
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MOBILE

SERVING SHOPPERS THROUGH
THEIR SMARTPHONES

Retailers that serve shoppers through mobile apps, high performance mobile
websites and offer click and collect stand out in the Mobile dimension

20

July 2021

Both mobile commerce and multichannel services come under the spotlight in the Mobile
dimension of the Growth 3000. That reflects the speed at which shoppers have switched
to using their smartphones to browse and buy — a trend likely accelerated by the Covid-19
pandemic - as well as the central role mobile devices play in bridging the gap between store
and online.

HOW DO G3K RETAILERS SERVE SHOPPERS VIA MOBILE?

It's likely that more shoppers may have browsed and bought from their mobile phones during
a pandemic year that has pushed more adults towards buying online at all, and then doing
so more frequently.

Do G3K retailers have mobile apps?

A growing number of G3K retailers now have a mobile app, with 14% — up by three
percentage points (pp) from 2021 - having an Android app and 17% (+2pp) an iOS
app. Marketplaces were the most likely to have iOS (66%) and Android (58%) apps. All
categories of retailers added apps over the last year. Greetings cards and gift retailers
(+5pp to 16%), jewellers (+5pp to 22%) and sports and leisure footwear businesses (+5pp
to 20%) added Android apps at the fastest rates, while the latter category also added iOS
apps (+5pp to 24%).

How well do mobile websites perform?

Website developers can measure their mobile performance against Google Lighthouse scores
for best practice. When RetailX researchers scored the Growth 3000 against the Google
Lighthouse mobile best practices metrics, they found that the average best scores went to
jewellers (average 81.1%) and bookshops (80.6%), followed by fashion clothing and
accessories stores (77.8%).

But the sites scored less strongly against the Google Lighthouse mobile performance metric,
with bookshops still performing ahead of the competition but with an average 50.8% score,
followed by jewellers (49.1%) and hobby shops (47.4%).

TO WHAT EXTENT DO G3K RETAILERS ENABLE CUSTOMERS TO COLLECT
THEIR ONLINE ORDERS?

The extent to which retailers offer collection is likely to have been affected by the repeated
Covid-19 lockdowns of the last year as well as by trading restrictions putin place when shops
have been open.
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MOBILE

Figure 11: Standard time until products are ready to collect (hours)

The YOY change in the average time from order to availability for collection
from Growth 3000 retailers, by product category
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Can shoppers collect?

Almost a quarter (24%) of the 892 retailers that were assessed on this metric in 2020 and
2021 enable shoppers to pick up online orders from their stores — unchanged on last year.
The service is most common among those selling bikes (35%) and children’s toys (32%) and
least among those selling greetings cards and gifts (10%) and music (12%). It became easier to
collect bikes (+8pp) and hobby supplies (+7pp to 20%) but harder to collect sports and leisure
clothing (-4pp to 26%) and alcohol (-4pp to 21%). Collection is most commonly available in
Czechia (56%) and Belgium (48%) but least available from G3K retailers in Germany (13%),
Bulgaria and the UK (both 15%), while Poland has seen a significant increase (+12pp to 35%)
over the last year and the Netherlands has seen the largest decline (-8pp to 27%).

How fast?

Shoppers who order online can pick up their order in an average of 77.3 hours (3.2 days).
That's 5.1 hours faster than a year earlier on average — however that's likely to be the result
of outliers cutting their times, since the median — or halfway point — time for retailers to make
an online order available for collection lengthened by 11 hours to 59 hours (2.5 days).

The fastest collection times are at grocers, where orders are available to collect after an
average of 45 hours (1.9 days) and a median of 24 (one day). Brands cut their collection
times by 11.4 hours to an average 3.8 days — but bookshops saw their average collection
times increase by 9.4 hours to 4.7 days. Itis noficeable that collection times grew in categories
— including sports equipment (+10 hours to a median of five days) and kitchenware (+26 hours
to a median of 2.9 days) - in categories where shops were more likely to be closed during
lockdowns as non-essential retailers. Across European markets, collections are fastest in the
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MOBILE

Figure 12: How Growth 3000 retailers rate against Google Lighthouse mobile metrics
LEADING RETAILERS: MOBILE
Average Performance Score and Best Practices Score, by sector
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centrally-located, well-connected Netherlands (median of 1 day) and slowest in Finland
LEVI STRAUSS (median of four days) and Spain (median of 3.4 days). In France, collection slowed by 12
hours to a median of 2.9 days.

MEDIMAX

MOBILCOM-DEBITEL How much?

OMODA Collection tends to be offered as a free service across all European markets, although the
average among those that charge is €3.97, with furniture retailers charging an average of

PINK BOUTIQUE €2.12 and those selling sports and leisure clothing an average of €4.80. The median fashion
clothing, accessories, jewellery retailers and brands offer collection for free — with those that

SIGMA SPORTS charged the most likely to cut the cost of collection. Those selling kitchenware, soft furnishings,
and furniture were all more likely to increase the cost. Where retailers charge for collection,

SUUNTO the costs are lowest in Czechia (average €0.40) and ltaly (€1) and highest in Spain (€5.53)

THREE and Norway (€3.63). B

TRACTIVE

UK ECIG STORE

VARLE

VENCA
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DELIVERY

PROMISES FULFILLED

Retailers stand out in the Delivery dimension when they give fast and convenient
delivery — and make returns easy

The cost and speed of delivery isimportant to shoppers when deciding where to make an online
purchase — especially when the item they are buying is not unique.The Delivery dimension
focuses on delivery and returns. Collection promises are analysed in the Mobile dimension.

WHAT DELIVERY PROMISES DO RETAILERS MAKE?

Next-day delivery
The move towards next-day delivery has reversed in a year marked by the Covid- 19 pandemic.
In 2020, 43% of retailers offered next-day delivery, itself an improvement from 39% in 2019.

But this year, the proportion of those doing so has fallen from 37% of retailers assessed in
both 2020 and 2021 to 31% — a 6pp fall. That's likely to reflect the fact that delivery was often
affected over the last year by Covid-19 safety measures and by staff illness, making longer
delivery promises a prudent option.

The fastest declines in the availability of next-day delivery have come among retailers
selling garden products (-9pp to 35%) and bikes - and other non-powered vehicles (-9pp to
25%) - although marketplaces (+7pp to 17%) did increase their use of the option. In 2021,
30% of retailers delivering to the UK will do so next-day, as do 22% of those delivering to
Ireland, but only 1% of those sending to Bulgaria do so. The fastest uptake in next-day delivery
isin ltaly (+11pp to 16%) and the sharpest decline is in Czechia (-11pp to 22%).

Same day delivery

Relatively few G3K retailers offer same-day delivery and so while there has been a decrease in the
extent to which this is offered — from 4% to 3% of the 898 retailers measured on this metric in both
2020 and 2020 - it is not very significant. Same-day delivery is most common in Switzerland (7%
of retailers selling to this country offer the service), the Netherlands and Hungary (both 6%) — but
it's yet to gain interest in Slovakia, Norway, Ireland and Italy (all less than 1%).

Figure 13: Fast delivery is less commonly offered this year
Both next-day delivery and same-day delivery are significantly less available in May 2021
than they were in February 2020
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DELIVERY

LEADING RETAILERS: DELIVERY
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The service is more likely to be offered by retailers selling confectionery (13%), alcoholic
drinks (8%), grocery (+4pp to 8%) and garden products — but only 1% of those selling music,
musical instruments or pet supplies offer this service.

How long does standard delivery take?

Standard delivery takes an average of 5.86 days for the 1,869 retailers assessed on this
metric in both 2020 and 2021, and a median of 4 days. Greetings cards and gift retailers
deliver standard online orders in a median of 3.8 days — after cutting the average delivery
time by 0.2 days to 4.4 days. The fastest standard delivery is in Czechia (median of 2.3 days)
and the Netherlands (2.6 days), and the slowest in France and Norway (5 days).

How much does it cost?
Standard delivery, where charged for, costs an average €5.61 and a median €4. The cost
of standard delivery is lowest from eyewear retailers (median of €3.57), software retailers
(€3.52) and music, film, TV products (€3.85) and highest from those selling artwork and
interior decorations (€5.55) and furniture (€5.59).

The cost is lowest in Poland (median of €2.42) and Czechia (€2.73) and highest in
Switzerland (€6.30), Denmark (€5.24) and Finland (€4.99), likely reflecting very different

local expectations.

Whait is the free delivery threshold?

Many retailers offer free delivery when shoppers spend a set amount. On average that
threshold stands at €63.60, having fallen by €26.80 since 2020, although the median has
increased by €2 to €48 among the 619 retailers researched on the metric in 2020 and 2021.
The lowest free delivery is a median of €18.50 when buying greeting cards and gifts, and the
highest €56.30, when buying sports and outdoor equipment. In the UK, shoppers spend a
median of €46.30 for free delivery, and in Sweden €48.70, but the threshold is the highest
in Finland (€79).

HOW DO RETAILERS MAKE RETURNS MORE CONVENIENT?

Shoppers are reassured when they buy from a G3K retailer if they trust that delivery will be
easy and convenient. Two important tools are giving plenty of time to make a return and pre-
paying the cost.

Figure 14: YOY change in retailers offering pre-paid returns, by category
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How long do shoppers have to send something back?

Shoppers buying from G3K retailers have an average of 65.2 days to return an item they no
longer want, while the median retailer has added a week, taking their returns policy to 23
days, among the 2,243 retailers measured on this metric in both 2020 and 2021. This may
well reflect the realities of ecommerce and multichannel returns during a time in which delivery
was less easily guaranteed.

The longest returns policies are available to those buying bikes, who have an average of
61.8 days to return their purchase, and a median of 21.5 — just over three weeks. But grocers —
perhaps led by the perishable nature of the goods they sell — have the shortest returns policies,
as ataverage of three weeks and a median of two. The longest returns periods are in Denmark,
where shoppers have an average of 70.2 days to return an item, although a median of 17,
and in Sweden (av. 50.9 days, median 30).

Are returns pre-paid?

Slightly more retailers now offer pre-paid returns (+1pp to 36%), making it straightforward
for shoppers to return an item if they have changed their minds. This is more commonly found
among retailers selling fashion and sports footwear (both 46%) , sports and leisure clothing
(45%) and fashion clothing (44%), while 43% of brands offer pre-paid returns — contrasting
with 13% of those selling music.

The fastest growth is among marketplaces (+9pp to 39%) and sites selling eyewear (+8pp
to 40%) while fewer offered pre-paid returns when sending out musical instruments (-5pp to
23%) or kitchenware (-5pp to 41%). Shoppers buying from Austria (64%) are more likely to
be able to use them, and those buying from Czechia (21%) less likely. In Sweden the practice
declined by 22pp to 43%, and in Poland it grew by 8pp to 33%. W
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CHECKOUT

THE EVOLVING WORLD OF
PAYMENTS

Retailers need to keep up with both competitors and changing consumer preferences
when it comes to getting customers through the checkout process

26

July 2021

Retailers’ efforts to get consumers to purchase their products count for nothing unless these
same consumers can then pay quickly and efficiently for the items they have selected. In
practice, this means offering the payment options consumers in different countries are most
likely to favour. It also means making checkout as simple to use for consumers as possible -
but with certain caveats.

Do retailers require customers to register?

Research suggests that G3K retailers are becoming more likely to advertise the idea that
consumers need to register before checkout. Of 2,437 retailers where RetailX researchers
analysed over whether registration was advertised /required before checkout, 905 retailers
were analysed this year and last. This revealed an 18pp increase in the number of retailers
flagging up the need to register.

While noting that this metric was based partly on researchers’ perceptions — some retailers
may have hidden a requirement to register within the checkout process — this is an intriguing
finding. While it is outside the scope of the research, it is perhaps revealing that brands (67%
of 420 retailers) are most likely to ask customers to register, followed by footwear: sports
and leisure retailers (63% of 277 retailers) and those in the fashion accessories sector (63%
of 518 retailers). These are sectors that historically have been proactive in marketing and
merchandising.

More widely, it may be that retailers consider that adding some grit to the checkout process
a worthwhile trade-off for getting access to consumer data. This impression is borne out by
the fact that retailers across all 34 sectors analysed are more likely to advertise /require
registration than last year. Similarly, this shift has occurred in 13 out of 14 regions.

Which third-party payment providers do retailers favour?

While retailers need to have a clear idea of which payment providers are most popular in
certain territories, a long-term trend is the internationalisation of payments. Services such as
PayPal Checkout, Amazon Pay and Google Pay are becoming as familiar to consumers as
long-established credit card brands such as Visa and American Express.

That said, of the 872 retailers assessed in both 2020 and 2021, there was a -2 pp change
— from 11% to 9% — in the number of companies offering Amazon Pay. Retailers that make
most use of this method include those in the following sectors: musical instruments: (10%),
consumer electronics (9%) and fashion accessories (9%). Regionally, Amazon Pay is gaining
ground in ltaly (+4pp from 5%-9% of 43 retailers), but losing ground in the UK (-2pp from
11%-9% of 624 retailers). It may be that certain kinds of businesses, those selling via Amazon
Marketplace, are more likely to offer this service, although our research did not specifically
address this question.

Turning to Google Pay, there was a 1pp increase, from 6%-7%, in retailers using this method
among the 878 retailers assessed in both 2020 and 2021. Retailers in the following sectors are
most likely to offer this option: video games (24%), cycling and other non-powered vehicles
(16%), and hobby and entertainment supplies (13%).

Similarly with PayPal checkout, there was a 1pp increase, from 28%-29%, in retailers
using this method among the 878 retailers assessed in both 2020 and 2021. Retailers in the
following sectors are most likely to offer this option: video games (37%), sports and leisure
clothing (32%) and eyewear (31%).
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LEADING RETAILERS: CHECKOUT
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Figure 15: Third-party checkout services offered by the Growth 3000

The YOY change in the number of retailers offering a checkout service
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Within all of these figures there is volatility across regions and sectors, suggesting a dynamic
interplay between consumer expectations, the offerings of competitors and the marketing
efforts of the different providers themselves.

What payment methods are retailers most likely to accept?

Looking beyond regional variations, familiar names still command a large percentage of the
market in terms of payment processors used by retailers. Visa (used by 372 retailers across
466 unique websites), Mastercard (356/448) and PayPal (339/420) lead the way. B

© 2021 retailx.net, distributed by InternetRetailing.net July 2021 27



CASE STUDIES

LIBRIS: HELPING VISITORS FIND THE RIGHT BOOK

Libris.ro

The roots of independent bookshop Libris go back to 1991, when
the Libraria St.O.losif opened in Brasov, Romania. On its blog,
the retailer says it grew alongside the foundation of the free
book market in Romania. From the start it worked to develop
partnerships with some of the biggest publishing names in the
country and abroad. Today it still sells books and music both
through its stores and online. Its online business launched in
2009, and today has a range of more than 340,000 book and
music itles.

Readers looking for a book on the site can navigate via
a range of categories — including by publishing house — and
through search. Viewers can see a preview of the book, and find
out what others thought through reviews and star ratings. Once
found, they can save books for purchase another time. The site
also recommends alternative books that other people liked, and
has a range of foreign language fitles.

Libris.ro has a loyalty club and offers free express delivery
across the country when shoppers spend more than 90 lei. It
has a relatively generous 30 day returns policy. Shoppers can
also sign up for its newsletter from the home page in return for
10% discount. The website also features links to social media
channels. Its Facebook page has more than 200k followers for
content thatincludes book reviews and information about events,

Libris.ro
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while its YouTube channel has more than 900 subscribers to
content that includes interviews — recently with Ken Follett - as
well as playlists and promotional videos. The site also links to the
bookshop’s blog, which, again, is used to review and promote
books. Libris supports a range of cultural events, including the
LibFest book festival, that are highlighted on the website.
Delivery and payment information is made clear throughout the
Libris site, while discounts and special offers are also flagged up.

BICIMARKET: GETTING CLOSE TO CUSTOMERS
THROUGH MULTICHANNEL RETAIL

Bicimarket.com

Spanish bicycle shop Bicimarket sells online and through a
network of specialised cycling shops. The retailer opened its first
physical shop in Barcelona in 2011 and has grown quickly in
recent years. It now operates through an extensive network of
more than 65 shops across Portugal and Spain that includes
its own stores and third-party affiliated stores. The retailer is
credited with being the first in its category in Spain to see the
potential of multichannel selling for enabling shoppers to buy in
the most convenient way and take delivery wherever they want.
Bicimarket stands out for its its delivery service, shipping for free
when shoppers spend €59 or more (or €5.50 when they spend
less) for delivery in as litfle as 48 hours (although this varies by
the item that is being ordered). Customers can also pick up in
store from members of the Bicimarket network.

The retailer promises the best prices on a range of more than
40,000 items — including bikes, components, clothing and food.
Customers can find the right product through search or navigate
the range by category, with filters including brand, price and
type of product.

Smartphone shoppers can use the Bicimarket iOS or Android
app to buy — where the retailer features a range of discounts,
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DELIVERY

and can engage with the retailer using social channels including
Instagram — where it has more than 11.6k followers — Facebook,
Twitter, YouTube and Strava. It also has a blog that it uses to share
cycling competition news, product inspiration, promotions and
offers, and shoppers can sign up for its newsletter on the home
page — and get a one-off €10 discount.

Payments can be made through cards, PayPal, French payment
method Cetelem, and Spanish buy now, pay later company
Sequra and shoppers must register in order to buy.
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JUST SPICES: ENGAGING ON SOCIAL MEDIA AND
OFFERING EASY CHECKOUT

Justspices.de

German spice mix brand Just Spices serves an audience of home
cooks with a blend of spices and recipes. As well as selling spice
mixes for meals, Disseldorf-based Just Spices also supplies
recipes that feature its spice mixes. Last year the company, which
sells direct to customers, raised € 13m in its latest round of venture
capital funding. Just Spices co-founder Florian Falk has said that
his aim is o become the world’s largest lifestyle spice brand.

The website is content-led, featuring online recipes and ‘how
to’ guides. That content is also used across four social media sites
where it talks directly to its customers, including Facebook — where
it has more than 202k followers, Instagram — where it has more
than 445k followers, Pinterest and YouTube — where it has 7.9k
followers for a range of recipe videos. Shoppers can sign up for
its newsletter on the home page as well as joining its spice club.

Shoppers can navigate the website through type of cuisine,
main ingredient, type of meal and use factors including star
ratings and reviews to make a choice. The site also features other
recipes ‘you might like’.

Shipping is free within Germany when customers spend at least
€39, and to Austria when they spend at lest €49. Parcels usually
arrive within three working days, although they are at the time of

Justspices.de
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writing taking up to a week to leave the warehouse. The site also
ships to collection points and internationally.

Just Spices is highly rated in G3K research for its checkout
— it offers seven payment methods, including PayPal and
AmazonPay alongside Sofort, bank invoice, direct debit. As well
as its German site, it has four local market websites, including for
Switzerland and Austria.

LEVI STRAUSS: MAKING
SMARTPHONE USERS

Levis.com

Levi Strauss has been in business since 1853 — when its Bavarian-
born founder of the same name opened a shop in San Francisco
to sell workwear. It is best known for its jeans, a form of clothing
that Strauss is credited with inventing. Today the US clothing
brand sells online, through around 500 directly operated shops
and thousands of retail partners in 110 markets around the world.

Levi’s is a leader in the Mobile dimension of the G3K, thanks
to an online strategy that prioritises smartphone shoppers.
The Levi Strauss’ iOS app offers to make shopping quick and
simple, while giving early access to product launches alongside
exclusive content and offers. Users can earn ‘coins’ to exchange
for discounts and event tickets as part of the Levi’s loyalty offer.
Alongside this, the retailer says that app content will be relevant
for users, with features including expert style tips and the ability
to personalise and customise products to meet customers’ tastes.

The app, available on iOS and Android, houses the Levis 247
loyalty club, whose members benefit from free delivery. Others
pay £3.99 in the UK. Deliveries to other European countries vary
but can cost up to €5.99 — or €9.99 for express delivery. If
shoppers change their mind they can return an item for up to
90 days, and shipping is pre-paid. Shoppers can collect online
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orders in store or at a third-party collection point. They can check
online to see if the right size is available locally, and find out what
others thought through reviews and star ratings, and sign up to its
newsletter. On its designed-for-mobile website, features include
recommendations around what others went on to buy when they
looked at the same products.
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AMARA: NAVIGATING HOMEWARES

amara.com

Homewares and gifting retailer Amara, founded by Sam and
Andrew Hood, started life as a shop in England before launching
its website in 2006. In 2008 it made the shift to become a pureplay
business in order to focus on growing the business online. Today it
has 10 local language websites serving markets around the world
including, in Europe, Germany, France, Ireland and Belgium and
its products are delivered to more than 100 countries.

It works with more than 300 leading home brands, and prides
itself on its customer service. That includes making its website easy
to navigate, both by category and by brand within the category.
Search operates by keyword or by brand. When website users find
a product they're considering buying they can save it for another
time by adding it to a wishlist. Shoppers can also have a wedding
list through the site.

Standard delivery from its UK site is free in the UK on orders
over £50, while next-day and click and collect are also available.

Shoppers can subscribe to the Amara newsletter from its home
page, where they can also easily find information on delivery,
returns and ask questions via a chat function.

Amara enables shoppers to share their feedback via Feefo
star ratings and reviews. The retailer has its own magazine and
enables shoppers to keep in touch through a presence on four
social media platforms. The site has, at the time of research, more
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than 11k followers on Instagram, 167k followers on Facebook and
14k followers on Twitter, both for inspiring images and product
information, and is also present on Instagram and

Sustainability is the focus of the website’s One Planet section,
which features information on buying more sustainably while
recycling old possessions at the same time. Here, sustainable gift
choices sit alongside a blog with advice on sustainable living.

DROGISTERL): FREE AND
AND RETURNS

drogisterij.net

Dutch online chemist Drogisterij, based in Stellendam, sells
a range of more than 50,000 items from perfume, make-up
and gifts to baby products and sports supplements. Shoppers
can navigate the range through a series of filters, showing
both categories and the brands within those categories, and
narrowing down to categories that are as specific as ‘fish oil’ and
‘amino acids’. They can see how many items from each brand
are available — and how large a discount the website is offering
compared to recommended prices.

The retailer illustrates its products through product images
and videos, and shares what other people thought through
reviews and star ratings. It enables customers to get in touch
with questions via a range of channels, from contact form and
email through to live chat and WhatsApp — with staff available
to offer advice abut products or ailments. Away from the website
it talks to shoppers through social channels including Facebook
— where it has more than 6,000 likes — Twitter, Google Plus
and YouTube.

Drogisterij stands out in the Delivery dimension. It offers free
delivery in the Netherlands and Belgium to customers spending
at least €40. Shoppers ordering before 10pm get their orders
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the following day in the Netherlands, or in four to eight days in
Belgium. Shoppers can return items they no longer want for up to
30 days - and they can reorder a previous order.
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FOTEX: DELIVERING PERSONALISED SERVICE

foetex.dk

Danish retailer Fatex was the country’s first supermarket when
Herman Salling opened its doors in Aarhus in 1960. Today it
is owed by the Dansk Supermarket Gruppen and sells through
both supermarkets and department stores, with more than 100
branches in total. Digital is part of the experience, and the retailer
has an online range that includes more than 50,000 products,
from food to homewares and leisure goods. It delivers to more
than 40 towns and cities in Denmark, 365 days a year, and also
adds in deliveries to holiday home destinations in the summer.
Shoppers can order for next-day delivery when they order
before 22.59, and do so within a one, two or three hour time
slow on a minimum order of DKK400 and with a cost of DKK15
— unless spending more than DKK 1,000 - the threshold for free
delivery. ltems can returned within 30 days through channels
including pick-up from the home.

Fatex is a leader in the Mobile dimension of G3K research. The
retailer has both a sophisticated mobile app, available on both
iOS and Android, and offers click and collect services.

The Fetex Plus mobile app promises a personalised customer
experience, remembering shopping patterns over time to send
relevant offers, while app users also have lower prices in-store,
with automatic in-store discounts as long as customers use the
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debit card associated with the app. Shopping lists can be written
in the app — and forwarded to someone else if it then transpires
that the customer can’t get to the shop themselves. The app
features a freshness guarantee — if shoppers are sent an item of
food - or a drink - that is past its best, they can take a picture of
it and submit it on the app for a refund, in the form of a discount
voucher for future use.

The digital experience extends in-store as well. Shoppers can
collect digital orders in-store, and they can pay through a tablet
from the checkout queue.

KAMODY: OFFERING A BROAD RANGE

OF PAYMENT OPTIONS

kamody.cz

Czech DIY-to-hobby-and-garden equipment retailer Kamody has
been selling goods online in Czechia since 2004. Today it also sells
from a range of 700,000 lines to six Central European markets,
including Germany, Hungary, Austria, Slovakia and Poland.

Customers can find the item they are looking for on the
Kamody website by search or navigation through categories
supported by an exhaustive list of filters, including price, brand,
electrical output and more. Having identified a product, they
can find out what other people thought through star ratings and
reviews. Other items that shoppers looked at are recommended
on product pages. Registered shoppers can save potential
purchases to a wishlist, see their order history, track ongoing
orders and benefit from better prices. Website users can also
opt to join the Kamody Club, enabling them to buy goods at a
discount, receive exclusive offers, have their orders processed as
a priority, and to enter a monthly prize draw.

Deliveries are shipped from the Czech warehouse, with
delivery costs starting at 69CZK for parcels up to 5kg. Shoppers
can also choose to pick up from its warehouse or from a third-
party parcel shop. Kamody ranks highly for its checkout options.
Payment options on the site include cash on delivery and bank
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transfer as well as card payments, either online or on delivery,
and a Twisto buy now pay in 14 days option. Shoppers can log
in using their Facebook or Google credentials.

July 2021 | 31



CASE STUDIES

KAUP24: HELPING MOBILE SHOPPERS TO BUY

kaup24.ee

Kaup24, an Estonian online department store, offers a range
of more than a million lines across 16 different categories. The
retailer is part of the Pigu Group that has operations in Latvia and
Lithuania as well as Estonia, and is one of the most visited online
shops in Estonia for wares ranging from mobile phones and
electronics through to pet supplies, clothing, sports equipment
and furniture.

Kaup24 is a leader in the Mobile dimension, thanks to features
including an app available on Android, iOS, and on the Huawei
AppGallery. Shoppers using the app can navigate the site’s
extensive range through category-based filters and a recently-
upgraded search function. The app enables customers to log in,
browse the range, save items to a wishlist and order and pay
through options including payment card, bank link, bank transfer
and instalment plans.

Delivery is free to a Kaup24.ee delivery point. Fast home
delivery is also available at a cost of €2.49 for parcels up to
5kg. Next-day delivery is available for orders placed before
2pm, when goods are in stock, with a minimum €4.99 order for
parcels weighing up to Tkg, and €9.99 over that amount.

Website and app users select their local city, enabling the
website to show the most suitable delivery points and times. They
can also view it in Estonian or Russian. Orders can be tracked

kaup24.ee
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though the app, while shoppers can see their shopping carts from
any device, including computer, tablet, phone when they are
logged in fo their account. Purchases come with a 14 days money
back returns promise.

JOLLYROOM: IDENTIFY THE RIGHT

CHILDREN'’S EQUIPMENT

jollyroom.se

Nursery and children’s equipment retailer Jollyroom is the largest
online shop in its category in Scandinavia. The business now
sells in Finland and Germany as well, and has also expanded
beyond the baby equipment category where the business started
out. Today shoppers can buy from a range that includes sport
and hobby equipment as well as furniture.

The site uses a graphic-led approach to navigation. Visitors
can click on the image to view each category of clothing or
equipment — or opt to browse through an alphabetical brands
list. They can add items to a wishlist and find out how other
shoppers rated the products they are thinking about buying via
Trustpilot reviews and star ratings.

While there are sharing tools on the product page these are
not to social media sites, but rather enable users to share an item
via email or by copying the link.

A trends blog enables shoppers to discover the latest
products in the category, while they can also explore the
brand through its social media channels. Its largest following
is on Instagram, where it has 206k followers, for a range of
product and lifestyle images, and it also has active YouTube,
Facebook and Pinterest pages.
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The retailer offers free delivery when shoppers spend 1,000
crowns, and have up to a year to make a return. Local payment
options include Klarna, Postnord and BankID alongside credit
card options.
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CONCLUSION

METHODOLOGY

OUR RESEARCH COVERED FIVE AREAS:

FOOTPRINT: calculated by measuring retail turnover, the
ecommerce subset of this turnover, web traffic and the number
of stores — and only the European sections of global businesses.

FIND: the extent to which retailers demonstrate visibility and expertise
in search and navigation, and adherence to SEO standards.

MOBILE: the extent to which retailers demonstrate an
understanding of mobile user experience, multichannel
capabilities, whether they have mobile apps, and whether their
websites are optimised for mobile browsers.

DELIVERY: measuring speed and cost of delivery, and the
flexibility of fulfilment and returns services.

CHECKOUT: measuring the payment services retailers enable
as checkout options

PERFORMANCE CLUSTERS

We've ranked the RetailX Europe Growth 3000 in statistically
similar groups. Top retailers have performed to an exceptional
level across all areas of research, statistically separate from the
subsequent clusters. The top Growth 3000 retailers of 2021 are
listed as the Top50 on page eight. The retailers, combining both
size (‘Footprint’) and capability, represent the leading edge of
retail companies in Europe outside of the Top 1000, which we will
next publish in July 2021.

Top 150 retailers include the next 100 retailers in the list and
represent the best-practice level for retailers of their size in
ecommerce and multichannel retailing, exemplifying RetailCraft
at its best.

Between the Top150 and Top2000, retailers are grouped
in a way that expresses their measured performance that goes
beyond their variation in size, reach and turnover. Throughout the
year ahead, we will continue our testing and measurement of the
whole group, with our findings contributing to the 2022 ranking.

WHAT CONSTITUTES A RETAILER?

The Growth 3000 are the largest retailers according to their
Footprint (defined above) outside the RetailX Europe Top 1000
The modern multichannel landscape is more complex than
merely ‘having a website’ or ‘operating a store’. In choosing
which companies to include in the RetailX Europe Growth
3000, we have considered companies’ intent, capabilities and
activities around the recruitment and monetisation of customers.
The definition of a ‘retailer’ for inclusion in our research is:

DESTINATION: the retailer has created a destination that, in the
minds of customers, is a source of product, service or experience.

Whether this destination is a shop, a site, a place, a time or an
event, it's the sense of ‘locus’ that counts.
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FASCIA-FOCUSED: the assessment focuses on individual
trading names, rather than a parent company that may operate
more than one brand. Since the group structure is invisible to
customers, it does not have a bearing on the position of brands
owned by a group. The challenge is to turn group capabilities
into trading advantages that the customer would nofice across

brands.

PURPOSE: the retailer has created goods and/or services
for the specific purpose of selling, for consumption by the
purchasing consumer.

MERCHANDISING: the retailer actively sells and is not just a
portal for taking customers’ money. This means the selection,
promotion and tailoring of retail offers for customers.

ACQUISITION: the retailer actively markets, recruits and attracts
customers with a promise or proposition to the destination.

SALE: the retailer takes the customer’s money. The retailer owns
the transaction as the merchant of record.

RECOURSE: the retailer is responsible for the service, fulfilment
and customer satisfaction owing from the sale.

EXCEPTIONS: in every good list there's an exception, where
we may include a certain business due to its influence upon
retailers and retailers’ customers. Some of these companies will
be included within RetailX ‘Top” and ‘Growth’ lists, and others are
tracked for information on their impact on retailers.

COMPANIES EXCLUDED FROM THE GROWTH 3000

MARKETPLACES: where a candidate retailer is simply a
marketplace, the company is not featured. Where a marketplace
undertakes customer acquisition, manages payment, customises
offers and recommendations and offers recourse on purchases,
then the company will be eligible for inclusion.

PURE TRANSACTION /TARIFFS: where ecommerce is ancillary
to the primary purpose of a business, we will not necessarily
include them. Online payment for gas or electricity is excluded
since the purpose in both cases is to supply energy. Travel
companies are not included in the Growth 3000. We have also
excluded media-streaming services.

BUSINESS-TO-BUSINESS AND DIRECT-SELLING BRANDS:
while the scope of retail is normally direct to consumer, two trends
are challenging this — the move for brands and previously solely
B2B businesses to sell directly to consumers; and the increasingly
retail-like behaviour of B2B brands, in terms of the acquisition,
promotion, personalisation and service. We have therefore
included direct- selling brands and certain B2B businesses. B
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IN CONCLUSION

The retailers and brands from across Europe that are listed in the
RetailX Growth 3000 report have earned their well-deserved
places through a year in which retail has been hugely disrupted.
These are the retailers that have survived by proving their worth
to their customers at a time when the way they shopped changed
enormously. They did that by continuing to offer the best customer
service they could in the circumstances.

We noted in the Overview that fewer than half of the retailers
listed in this year's report were included in the 2020 report.
That's a measure of the extent to which the retail landscape has
changed over the last year. The good news is that these pandemic
survivors have every reason to be optimistic from here. More

people are now shopping online and the broader shift towards
ecommerce looks set to happen more quickly than previously
expected, fully justifying the investment businesses have made
in equipping themselves to sell online and across retail channels.
We look forward to reporting on their progress in future years,
and hope that this report will help to highlight some of the new
opportunities along the way.

We hope you find this a useful report. As always, please do let
us know if there are names not included here that we should track
for next year's report, and if you think there are other metrics that
we should consider in our assessment. B

Thank you

Thanks to our Knowledge Partners for their contributions to our year-round research and for the data insights included in this report.
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